The regulatory environment
In 1933, the US Congress passed the Glass-Steagall Act that separated commercial banking, investment banking and insurance services. The objective of the Glass-Steagall Act was to minimize conflict of interest when the same institution acts as lender as well as securities broker. In 1999, Congress passed the Gramm-Leach-Bliley Act that repealed the GlassSteagall Act. This allowed commercial banks to engage in investment banking activities. For example Citicorp, a commercial bank expanded into investment banking by acquiring Smith Barney, an investment bank. Subsequently, it merged with Traveler's Insurance, which already acquired Solomon Brothers, and formed CitiGroup, a bank holding company with multiple financial services 1 . The trend seemed toward increasing integration of financial services industry and the creation of multi-tasked one-stop-shop companies. There are two main reasons for the repeal of the Glass-Steagall Act. First there is no such law in other countries. Increasing globalization of the financial services industry put the US companies at a competitive disadvantage. Second, there was pressure to deregulate the financial services on the assumption that the companies themselves put in place adequate risk management systems. This assumption is based on the increasing application of computer systems and complex mathematical models in the design and implementation of risk management systems. These facts not only loosened regulatory rules but also reduced the ability of bank regulators to enforce the existing rules. Financial institutions were able to classify complex assets to suit their purpose. One of the safety and soundness regulatory tools is risk based capital adequacy requirement. Bank assets are classified into risk categories and risk weights assigned with risky assts having higher weights. The risk-weighted total asset is the basis for determining capital adequacy. The Basel Committee on Bank Supervision proposed a minimum capital requirement of 8% 2 . This ratio has been implemented in the US for many years. Maintaining high level of equity capital is good for safety of the financial institution. But its return on equity will be enhanced if the bank is financed with a greater proportion of debt. The return on equity is related to the proportion of capital by the following formula: ROE = ROA*A/E Where ROE = Return on equity (to the shareholders) ROA = Return on assets (return on total investment) A/E = ratio of assets to equity, which is the reciprocal of capital ratio. For example, if a bank earns a rate of return on assets of 4% and its capital ratio is 8%, its return on equity will be 4%*1/0.08 = 50%. If the capital ratio is decreased to 5%, the ROE would increase to 4%*1/0.05 = 80%. So the motive of the banks not to invest more of own equity capital is to lever up profitability by using debt to finance operations. But low capital ratio reduces the capital cushion and increases risk. Just like the bank assets are grouped into risk categories, bank capital is also grouped into two tiers. Tier 1 capital is made up of contributed common stock plus retained earnings. Tier 2 capital is composed of preferred stocks and some subordinated long-term debentures. With the complexities of the securities the banks issue directly and through their brokerage arms and the assets in which they invest, it is difficult to enforce capital adequacy rule satisfactorily. Banks created special purpose entities for the purpose of carrying risky assets on their balance sheets instead of on the balance sheets of the banks. Profits from such risky assets accrue to the banks through intercompany transfers of profits but since the banks are not maintaining adequate capital and regulators find it hard to implement capital adequacy requirements based on off-balance sheet assets, the risk would be very high. It is a high risk game with inadequate cushion for emergency. When house prices declined in 2008 and the mortgage loans became non-performing, many banks went bankrupt or were taken over at fire-sale prices.
Securitization
Securitization is a process by which a tradable security is created and issued supported by a pool of other assets. The tradable security so created is sometimes referred to as asset backed security (ABS). The pool of assets that support the ABS could be any financial instruments with streams of cash flows. A typical example is the securitization of mortgages. ABSs supported by a pool of mortgage loans are known as Mortgage Backed Securities (MBS). Securitization of mortgages helps increase the volume of funds available to finance home purchases. Financial institutions can issue the MBS in the capital markets, raise more funds and lend to finance more real estate purchases. Fannie Mae and Freddy Mac are instrumental in the purchase of mortgages and their securitization. Securitization also bundles assets of different risk categories. For example some sub-prime mortgages may be bundled together with high quality mortgages to create an MBS. Such MBSs are very risky even if the proportion of sub-prime loans included is small. The objective of the banks in securitization is to remove the loans from their balance sheets. Loans are assets for banks. Capital adequacy regulation requires banks to maintain capital based on risk-weighted assets. Loans have higher risk weights than cash for capital adequacy purposes. So securitization and removal of loans from bank balance sheets help them reduce the amount of capital they need to maintain. In many cases, the banks transfer the loan to their securities brokerage arm and in some cases, they establish special purpose entities that finance the securities purchase with commercial paper issues of their own 3 . The funds raised by selling MBS are then used to finance more home purchases, which are in turn securitized, and the expansion continued. According to Acharya and Richardson (2009) , securitization worldwide went from $767 billion at the end of 2001 to $1.4 trillion in 2004 to $2.7 trillion in 2006. Although there are AAA rated tranches in the MBS, there are many which are supported by sub-prime mortgages. The rating agencies are accused of giving high ratings to many sub-prime supported MBS because of self interest. These mortgages also have different sub-categories. Some are fixed rate conforming mortgages where periodic payments by the borrower include interest plus principal. There are also variable rate mortgages, where interest rate is variable for the first several years and then reset to a fixed rate after that. There are also interest only mortgages, where the borrower pays interest only for the first several years and then interest plus principal repayment starts thereafter. The increase in supply of loans for home purchases due to securitization increased home purchases. Real estate prices also rose resulting in what is referred to as the house price bubble. Many people cashed the equity on their homes. Banks were attracted by the profitability of mortgage loans that could be securitized and removed from the balance sheet and increased lending liberally. The relatively low interest rates of the 2001-2003 and the expectation that home prices would continue to increase attracted both the lenders and the borrowers. In 2006, interest rates started rising and many of the adjustable rate and interest only mortgages were ready to reset to a fixed rate. At the new high interest rate, many home owners couldn't afford to pay their new monthly obligations. Default rates increased and the demand for houses decreased. Banks could not sell repossessed homes at high enough prices to recover their loans. With huge amount of outstanding mortgages that were securitized and put on the balance sheets of special purpose entities, with banks that were not adequately capitalized, and with decrease in real estate prices, the stage was set for the bubble burst and the financial crisis. Many banks tightened credit, which made refinancing difficult and further reduced home prices. This in turn decreased consumer confidence and consumer expenditure. Consumer expenditure accounts for about one third of the US economy. Decrease in expenditures decreased demand for goods and services and the crisis spread to all the sectors of the economy. Businesses reduced inventory restocking in the event of decreased demand, and also reduced expenditures on machinery and equipment investments. Decrease is sales affected companies across the economy. Banks wrote off billions of dollars worth of MBS and other real estate related loans. Many companies filed for bankruptcy. Business bankruptcy filings increased from 4,086 in the first quarter of 2006 to 16,014 in the second quarter of 2009 4 .
House price expectations
The third factor that contributed to the crisis is the expectation of continuous increase in home prices. With the increase in the supply of real estate loans and liberal credit policies, home prices increased continuously. According to FHA home price index data, home prices more than doubled from the early 1990s to 2006. See figure 1. As Figure 1 shows, house price increase accelerated after 2001 and surpassed the GDP growth. Such increase in real estate prices enticed banks to lend liberally with the assumption that any mortgage defaults would be recovered by repossessing the property and selling it at higher price than the loan balance. Many of these loans are sub-prime loans with various liberalization incentives such as variable rate mortgages and interest only mortgages. These mortgages usually reset to fixed rate in five years time. The growth in home prices started stabilizing in 2006 and reached a peak in the second quarter of 2007. Then the decline started triggered by reset of mortgage rates to a fixed and a higher level, which caused defaults. Banks tightened credits. Businesses and consumers lost confidence and decreased expenditures. These decreased the overall economic activities. Figure 1 shows, decline in house prices preceded decline in real GDP and decline in the stock prices. Clearly, the cause of the crisis is the decline in house prices. Stock indices lost about half of their pre-crisis value.
Consequences
Financial institutions specifically got stuck with huge amounts of illiquid MBS that they couldn't sell. Many wrote them off. Some couldn't sustain the losses and made strategic moves such as merger with other companies. Bear Sterns, Merrill Lynch, Countrywide Financial and Wachovia were taken over by other financial institutions. Lehman Brothers went bankrupt. JP Morgan Chase and Morgan Stanley became bank holding companies in the hope that they could attract deposits and get access to the Federal Reserve's Discount Window facilities. Fannie Mae and Freddie Mac, the two government-sponsored entities established to provide home financing through the purchase of mortgages, were taken over by the government. The US Government spent billions of dollars to bail out banks and insurance companies. American International Group (AIG) and Citigroup were saved by government bailout. Many other regional financial institutions had to make similar strategic moves. Some went bankrupt and others were taken over by other stronger institutions. Outside the financial services industry, the auto industry was severely affected. The three major auto makers sought government assistance to avoid bankruptcy. General Motors and www.intechopen.com
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Chrysler obtained massive government assistance in the form of loans or acquisition of preferred stocks. Still General Motors filed for Chapter 11 bankruptcy protection. Several other companies in the auto industry were affected. Lear Corporation, supplier of car seats, filed for Chapter 11 bankruptcy protection and wiped out original shareholders' value and reorganized by issuing new shares. The main cause of weakness in the auto industry is also decrease in consumer expenditure. In addition, the US automakers are not up to date in terms of innovation compared to European and Japanese auto makers. The retail industry also suffered a great deal. Retail sales declined by up to 12% because of decrease in consumer confidence and hence consumer expenditures. Consumer confidence index fell below 30 in the first quarter of 2009 (see Figure 2) . Consumer confidence below 50 indicates recession (contraction). When the banks restricted credit, some of the weaker retail businesses couldn't sustain and went bankrupt. Examples include Circuit City Stores, Linen and Things, and Bernie's. These companies couldn't secure financing from banks and neither could they attract any acquirer. Blockbuster tried to buy Circuit City, but it withdrew the offer after getting access to the latter's books during the due diligence investigation. Many people also thought it would be a strategic mismatch to merge Circuit City with Blockbuster. In general, the crisis started in the financial services sector spread to all the other industries and across the globe and resulted in loss of confidence, loss of sales to businesses, loss of wealth to investors, loss of jobs and bankruptcy of many companies. Unemployment rate exceeded 10% in the third quarter of 2009, a record for several decades. Stock markets lost about half of their value.
Government reaction
The US Government reacted to the crisis swiftly and on a scale unprecedented in recent memory. The Department of the Treasury, the Federal Reserve Bank and the Federal Deposit Insurance Corporation (FDIC) are the main government agencies directly involved. All the three made significant changes in terms of both the magnitude and nature of their involvement in the economy. . These assistances came with restrictions on the part of the companies in the form of restrictions on executive compensation, dividend payments, corporate expenses and other measures. Banks could repay these loans only after passing a stress test assessment, which included ability to raise debt and equity capital in the financial markets without government guarantees. The lions' share of the Treasury's assistance went to the financial services industry because they wanted the banks to release funds to businesses and individuals in the form of increased credit facilities and reinvigorate the economy. But assistance also went to the auto industry and local governments. In addition to loans and investment in companies, the Treasury undertook consumer and business lending initiatives. Tax Its monetary policy tools are the federal funds rate, an overnight interest rate at which banks borrow from each other, open market operations through which it monitors amount of money in circulation, reserve requirement on commercial banks deposits, and discount window facilities, through which it lends short-term funds to commercial banks. The Fed increases the federal funds rate when there is fear of increased inflation and decreased the federal funds rate when there is fear of economic contraction. The Fed enforces its interest rate policy through open market operations. If it buys Treasury securities thereby releasing more currency into circulation, it reduces interest rate, and if it sells Treasury securities thereby reducing the amount of money in circulation, it increases interest rate. Buying Treasuries is expansionary monetary policy and selling Treasuries is contractionary monetary policy. Thus the size of the balance sheet of the Federal Reserve shows whether it is following expansionary or contractionary monetary policy. The assets of the Federal Reserve include securities it purchased, loans to financial institutions and governments, and any gold and foreign currency reserves. Its liabilities are currencies in circulation and deposits of financial institutions and government agencies. To mitigate the impact of the financial crisis, the Fed obviously followed an expansionary monetary policy. The magnitude and the composition of its balance sheet changed tremendously. As Figure 3 shows, total assets of the Federal Reserve increased from around $870 billion in August 2007 to about $2.24 trillion in December 2009. The biggest jump was made in September 2008. This is the largest expansion in the history of the Fed and resulted from the Fed's attempt to fight the recession. The composition of its assets also changed. 9 Traditionally, the Fed bought and sold only short-term Treasury securities and overnight secured agency debts in the form of repos. This time, its purchases included long-term Treasuries and government agency securities with up to ninety day maturity. The Securities held outright in Figure 3 represent Treasuries as well as agency and agency-guaranteed MBS and loans extended to AIG. These agencies are mainly Fannie Mae, Freddie Mac and Ginnie Mae. These securities holdings increased from around $500 billion during the pre-crisis period to over $1.90 trillion in 2009. The Fed also extended short-term liquidity facilities to support commercial paper loans, collateralized debt obligation (CDO) loans, and other term loans. These facilities are new and amounted to over $1.6 trillion in the late 2008 and early 2009. These loans focused on large companies with systemic impact on the economy. Traditionally, the Fed acted as lender of last resort for depository institutions. Lending to some non-depository institutions was a departure from this traditional policy. These loans gradually decreased as the economy recovered and repayments are made on the loans. In addition to the expansion of its balance sheet, the Fed decreased the federal funds rate to an unprecedented level. In 2008, the federal funds rate was reduced to 0-0.25% range and it has been kept that way since then. The federal funds rate is a conduit that influences the general level of interest rate in the economy. The objective of the Fed in keeping the federal funds rate so low is to encourage banks to lend and businesses and individuals to borrow and invest and speed up the economic recovery. Federal Deposit Insurance Corporation: If a bank fails, the available cash is distributed to the depositors on a first-come first-serve basis. So depositors have to act fast to get their money. Then the depositors will lose confidence in the banking system and start withdrawing their deposits even from healthy banks and cause bank run. To minimize such bank runs, the Federal Deposit Insurance Corporation (FDIC) guarantees deposits up to $100,000 per depositor in each insured bank. If a bank is in trouble, the FDIC either bails it out or let it fail and pays depositors up to a maximum of $100,000. With the advent of the financial crisis, many banks failed. The number of bank failures was exceptionally high compared to other years (see the table of bank failures). In 2008, 25 banks failed and in 2009, 140 banks failed. FDIC facilitated the takeover of some of these banks by other relatively healthy ones. Merger with other healthy banks were facilitated by FDIC in cooperation with the Federal Reserve and the Department of the Treasury. To mitigate the probability of depositors causing bank runs, the FDIC increased the deposit insurance limit to $250,000 per depositor in 2008. This limit increase will last until the end of Goldman Sachs became bank holding companies. As investment banks, they could not accept demand deposits and access the Federal Reserve's discount window facilities. The discount window facilities are available only to commercial banks. So conversion to bank holding company status allowed Morgan Stanley and Goldman Sachs to attract deposits and also access the discount window facilities. These allowed them to overcome their short-term liquidity problems while at the same time engaging in their core business of investment banking. Bear Sterns and Merrill Lynch merged with JP Morgan Chase and Bank of America respectively when they faced the same liquidity problem. Lehman Brothers could not do either and went bankrupt resulting in total loss to its stockholders. Citigroup sold some of its divisions and raised capital. The managers have to make such strategic decisions to assure survival and also increase shareholders' wealth.
Summary
The financial crisis of 2007-09 was triggered when real estate prices declined and mortgage defaults increased. Mortgage lenders were unable to recover the full balance of the loan due to decline in home prices. The effect is exacerbated because the mortgages have been securitized and floated in the markets and the resulting capital raised was loaned to finance more home purchases. The financial institutions were also undercapitalized due to a lapse in regulation. The repeal of the Glass-Steagall Act allowed banks to engage in securities activities and investment banks to engage in commercial banking. With the creation of special purpose entities, banks were able to remove mortgage backed securities off of their balance sheets and report in the balance sheet of such special purpose entities. This made it difficult for regulators to adequately enforce capital adequacy rules. With the crisis in the financial services sector, banks tightened credit to both households and businesses. This further reduced consumer confidence and discouraged spending, which caused spread of the crisis to all the economic sectors. Unemployment rate increased and exceeded 10%, many companies went bankrupt and stock markets lost about half of their values.
The Department of the Treasury, the Federal Reserve Bank and the Federal Deposit Insurance Corporation made a coordinated effort to mitigate the impact of the crisis and speed up economic recovery. These government interventions took the form of outright lending of funds to troubled institutions, purchasing securities from these institutions, facilitating merger of weaker institutions with stronger ones, reducing interest rates and other general expansionary monetary policy to enhance liquidity and credit flow. The economy showed signs of recovery in the third quarter of 2009. The lessons that can be learned from the crisis are that companies with sound fundamentals and adequate liquidity have better chance of survival than those with poor fundamental and inadequate liquidity. In addition, prudent management requires making strategic adjustments in the form of mergers, changing business model, divestiture and other major decisions. Forecasting and planning with scenario and what-if analyses are also indispensable business management tools.
Global contextual issues and adaptive selling
A key global marketplace solution for the volatile business challenges in today's global economy has been seen in the concept of Adaptive Selling. Adaptive selling is defined as the salesperson's ability to perform or "to take advantage of the unique communication elements associated with personal selling" (Weitz et al., 1986: 174) . The latter, too, is important, according to those researchers: "Personal selling is the only [emphasis added] communication vehicle in which the marketing message can be adapted to the specific customer's needs and beliefs" (174). The ideal concept of the practice of adaptive selling implies that the salesperson has the appropriate capabilities and sales conditions in place (Weitz et al., 1986) . These ideal capabilities and conditions lead to the most effective of adaptive selling. At the extremes, a salesperson prepares a sales presentation for each customer (adaptive selling) or he/she uses the same presentation for all customers (adaptive selling's opposite). The perceived information about the nature of the selling situation is the basis for the form of adaptive selling (Spiro and Weitz, 1990; Weitz et al., 1988) . Extensive research has been conducted on the positive magnitude of the differences between adaptive selling and outcome performance and sales organization effectiveness measures (Babakus et al., 1996; Boorom et al., 1996; Piercy et al., 1999; Sujan et al., 1994) . Little, however, has been written about the contextual issues of adaptive selling. This part of the chapter aims, then, to contribute to that aspect of the topic, and is divided into three main sections. The first presents a framework for examining adaptive selling and contextual issues. Prior research on contextual issues, and how they are related to adaptive selling, is discussed in the second section. This part of the chapter concludes with a discussion of contextual variables that support salespeople in practicing adaptive selling and learning from their experiences.
A framework of contextual issues and adaptive selling
The model for "An adaptive Selling Framework" from Weitz et al. (1986) includes environmental conditions that we relate to global contemporary contextual issues to the practice of adaptive selling. This model identifies some key aspects associated with environmental conditions and adaptive selling and suggests the ways in which these are interrelated. It is not intended to describe the variables and processes of the practice of adaptive selling itself. The model of adaptive selling focuses on the behavior of the salesperson and is influenced by the characteristics of salesperson and sales management variables (Weitz et al., 1986) . This model is consistent with recognized research paradigms (Walker et al., 1979; Weitz, 1981; Weitz et al., 1986; Baldauf & Cravens, 2002) and uses moderators represented by salesperson capabilities (which can be separated, for example, into selling skills, product knowledge, and information collection), and motivational (intrinsic reward orientation and strategic analysis), organizational (type of product), and environmental (industry growth) differences. This section relies on previous research surrounding the relationship between the practices of adaptive selling and the behavior of the salesperson moderated by the environmental conditions in which the sale takes place. Weitz et al. (1986) suggest three main characteristics of the selling environment that influence the outcome of adaptive selling: "(1) the variety of customer needs and type encountered by the salesperson, (2) importance of the typical buying situation encountered, and (3) the resources provided by the company to the salesperson" (176). In this section, similar environmental conditions are examined, but within contextual issues extracted from theories of contextualization. Contextualization theories include the contributions of the Chicago School of Sociology (Barley, 1989) , the social theory of Pierre Bordieu (1977) , the structuration theory of Anthony Giddens (1984) , and others. The main issues from previous contextual theories selected as relevant to adaptive selling are the context of work, the context of origin, the context of society and culture, and the global context. Weitz et al. (1986) , the variety of customer needs, the typical buying situation, and the resources provided by the company are interrelated with the context of work, the context of society and culture, and the global context. These issues are discussed in greater detail with other propositions in the next section.
The context of work needed to practice adaptive selling
In the world of working and organizing, substantial changes have been observed over the past decades. The practice of adaptive selling faces issues such as new forms of working and organizing and work-related social relationships. There is no global uniformity, and countries differ to a considerable degree in the flexibility of labor markets, with a tendency toward deregulation of national employment systems, and increasing importance placed on global markets (Dore, 2004) . New forms of working and organizing have been an important theme in management research (Ruigrok et al., 1999; Whittington, et al. 1999) as well as for political decision makers over the past decade (Savage, 2001) . With the changing organizational environment that is constituted by new information technologies (Gattiker & Coe, 1986) , there are new ways of working, which include workers holding multiple jobs, enduring precarious working arrangements, and undergoing frequent occupational changes. 
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The variety of customer needs grows with higher uncertainty in housing, income, and relationships. They may not buy the same products as before, for example expensive furniture items, since they must move frequently, enjoy lower disposable incomes, or prefer to invest in other types of assets (such as reliable financial products). Company resources for the salesperson targeting customers in the new working conditions of today differ significantly. Since these customers seldom place large orders and do without large investment-information-based purchases, the benefits for the adaptive salesperson may not be substantial. Companies may adopt, for example, self-service or web-based means of selling their products and services, reducing adaptive selling related to salesperson behavior. The social environment is another important issue for adaptive selling, since individuals can mirror themselves in the larger social context. Estimations about one's relative position in a social context are not developed autonomously. Social comparisons are influenced by the social identity of individuals. The image the social environment holds about individuals contributes to that with which they are entrusted, which development offers they receive, and how they are evaluated. The first proposition relates to company resources. The image customers hold about the salesperson is important for the practice of adaptive selling. If the salesperson has no credibility in the applicable social environment, he/she may be precluded from advancing his/her sales practice. This situation may come about for several reasons, for example, if the salesperson has been involved in a publicized litigation issue. Under this circumstance, the company may withhold the resources the salesperson needs to conduct adaptive selling. The second proposition is highly inspiring for adaptive salespeople. If individuals in the environment in which the sales are practiced consider individual customization an important feature to differentiate their social images, the salesperson will come to the typical buying situation with a variety of tools (company resources) to meet those customer needs. Other important contextual issues within the context of work are networking and mentoring both outside and within organizations. Networking is the process of building up and maintaining a set of informal, cooperative relationships in the social structure of an organization (Burt, 1992) . Networks provide opportunities. They offer contacts and supporters that increase positive outcomes in negotiations and the number of options and choices available. The issue of mentoring is linked with the topic of networking. It is a particular kind of interpersonal relationship in which protégés receive a broad range of job and psychological help from senior managers (Kram, 1988) . It has been connected with training and the development of capabilities (Hunt & Michael, 1983 These two propositions regard company resources provided to enhance the practice of adaptive selling. The salesperson can identify the ideal contextual work conditions regarding company resources.
The context of origin
Regarding society and culture, four major aspects can be said to constitute the important contextual elements for adaptive selling: gender, ethnicity, demography, and communal and societal ties. When authors discuss gender as a contextual variable, they tend to use it as a control variable (see Turban & Dougherty, 1994) or in line with change reflecting societal conditions that provide opportunity structures (see Fielden & Davindson, 2010) . For adaptive selling, gender income differences and the participation of males and females in the labor market are important. Proposition 7: The context of origin needed to practice adaptive selling needs to take into account gender income differences. Identifying gender income differences allows the salesperson to identify the respective purchase power of males and females as well as their needs. Ethnicity concerns the question of discrimination based on race or membership in an ethnic minority group. A reduction of opportunities exists for ethic others within a homogenous population. Homogeneousness is the degree of demographic and identity similarity of interacting individuals (Ibarra, 1993) .
Proposition 8: The context of origin needed to practice adaptive selling needs to take into account how individuals interact in the context wherein the sales are practiced.
Identification of the importance of contextual ethnicity informs the salesperson about the typical buying situation and whether within ethic groups there are different customer needs. If the salesperson identifies with a certain ethic group, the practice of adaptive selling is facilitated. Often, demographics are related to world regions, nation states, or occupations, and serve as a point of reference for many disciplines. Regarding adaptive selling, the composition of corporate elites (Stanwroth & Giddens, 1974) , and the perception and consequences of age (Lawrence, 1988) may be important contextual aspects of origin. Proposition 9: The context of origin needed to practice adaptive selling involves analyzing the composition of social elites. Proposition 10: The context of origin needed to practice adaptive selling involves analyzing the perception and consequences of age. The context of origin regarding demographic fluctuations and perceptions of social elites and age is important if the salesperson is to identify the purchasing power and needs of local customers. For example, if the local population is elderly and elitist, it may be the case it has unique and expensive tastes in products and services. The role of community is another important context of origin since it concerns the integration of individuals into the local context of civil, political, and religious cooperation. Proposition 11: The context of origin needed to practice adaptive selling needs to take into account how individuals are integrated in the local civil, political, and religious communities wherein the sales are practiced. The context of origin, regarding the ways in which individuals are integrated in local civil, political, and religious communities, facilitates adaptive selling in recognizing the typical buying situations and variety of customers. For example, if the local community holds strong political views about the certain country wherein a product is manufactured, its members may refuse to buy the product. The same can be said for religious views, for example, regarding food, or community civil views, for example, regarding sexual services.
The global context
Due to the increasing amount of business conducted at an international level, individuals and companies work hard to try to access international labor markets (Vance, 2002) . Virtualization is one of the societal developments to have received considerable attention mainly within the study of virtual teams (Jong et al., 2008) . These virtual interactions go beyond frequent commuting, continuous short-term visits, or enhanced communication opportunities such as video conferencing (Mayerhofer, Hartmann, Michelitsch-Riedl, & Kollinger, 2004) . Virtualization practices in organizations increase the interpretive complexity of contextualization conventions (Von Glinow et al., 2004) . Moreover, people tend to interpret the meaning of virtual procedures according to their contextual knowledge or to what is local to them (Von Glinow et al., 2004) . In virtual management, conventions subsist and the awareness of the other side's networks of relationships and their interpretations may be unknown. Since virtual management provides no contextual meaning of informality, assumptions about others and their contexts are drawn, which causes constraints in the flow of business.
Proposition 12: New contextual forms of work-related social relationships are critical for adaptive selling. When confronting a sales situation that involves networking with virtual relationships, adaptive salespeople tend to assume the context of the sales interaction.
The global context regarding virtualization implies changes in the ways traditional adaptive selling has been recognizing typical buying situations and the varieties of customers that exist worldwide.
Summary
Personal adaptive selling is an active process that can be facilitated or hindered by contextual conditions. This section discussed the customer contexts of work, origins, society and culture, and virtual interactions in the global context. Most studies to date have focused on the relationship between salesperson behavior and performance and outcomes in sales for organizations, including the research on moderators such as capabilities of the salesperson, type of industry growth, and type of product (see Baldauf and Cravens, 2002) . However, contextual issues have been largely ignored. This section provides a means for the development of measures of the key constructs to test propositions. These measures must be validated in the area of the personal adaptive selling domain. An obvious way to measure the practice of adaptive selling is by assessing the degree to which salespeople vary their behaviors across contexts, including the variance of contextual selling situations encountered by the salesperson. The salesperson's attention to contexts and his/her capability to recognize typical situations and customer variety allows for the forging of appropriate adaptive selling strategies. This section suggests a salesperson acts as a "chameleon" by modifying and controlling sales presentations. Sales may not be facilitated in all contexts, particularly those where issues of origin (such as ethnicity and gender) may be at stake, unless the salesperson has a strong identity relating to such groups. The proposed framework suggests methods for developing contextual structures and guides for salespeople in identifying important issues in adaptive selling. It enables salespeople to exploit unique opportunities for sales facilitated by contextual influence as well as situations wherein their interpersonal influence may be difficult to apply. These future directional contextual aspects warrant further research attention because they are not typically related to the development and utilization of the skills needed to operate effectively, but rather to how the capabilities can be easily used or hindered in different contexts. These propositions represent a new direction in the practice of adaptive selling. In outlining the testable propositions, some evidence was provided, largely drawn from domains other than personal selling. Thus, it is necessary to be prudent in interpreting the propositions until they are tested in the adaptive selling domain. Most of these propositions can be tested with survey methods, whereas others are open to experimental design. It was not the aim of this section to propose effective sales approaches, but rather the ways in which contexts can support salesperson's capabilities in and motivation for adaptive selling.
